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The average daily American media diet

*Average time across the full sample, including people who don’t engage in a given 
activity at all 

Streaming service (e.g. Netflix) 	  1h 49m

YouTube	 1h 46m

Live TV	 1h 31m

Videos on Facebook/Instagram	 1h 11m

Music streaming (e.g. Spotify)	 1h 09m

TikTok	 57m

Radio	 45m

Podcast	 34m

Physical book 	 34m

News websites/apps 	 32m
Digital book (e.g. Kindle) 	 23m
Audiobook	 20m
Physical newspaper 	 15m

Activity 	 % who engage on a  
	 typical weekday

YouTube	 90%

Facebook/Instagram video	 83%

Streaming service	 79%

Live TV	 73%

Music streaming	 70%

Radio	 66%

News websites/apps	 65%

TikTok	 61%

Physical book	 55%

Podcast	 50%

Digital book	 35%

Physical newspaper	 30%

Audiobook	 30%
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Chapter 1: The battle for attention

For most of television’s history, a small number of gatekeepers 
decided what the country watched and when. Subscription 
streaming loosened that grip by handing viewers control over 
timing, but the content itself still passed through the same 
commissioning process.

Today, that dynamic has changed completely. On a typical 
weekday, time spent watching creator platforms — YouTube, 
TikTok, Facebook and Instagram — now outstrips time spent 
with live TV and subscription streaming combined.

This data shows the next, more disruptive stage of television’s 
shift: content made by individuals, at a fraction of the cost, 
with no channel controller’s sign-off, is now competing for, and 
often winning, the hours that used to belong to professionally 
produced television. 















12

What this means for media buyers

With people potentially prepared to watch feature-length 
content on their phones, ads need to be designed with the 
small screen in mind. Meanwhile, discovery strategy has to be 
split by audience: social-first content matters most for reaching 
younger generations, AI-assistant visibility matters most for 
reaching affluent, premium audiences, and Google still deserves 
the largest share of everyone else’s budget.

Real voices

Q: What makes you trust an influencer’s recommendation more than a 
standard Google search result?

A: “Because they are speaking from personal experience. An influencer 
can show me what he ate, show me how he liked it, show me how it 
looked. It’ll influence me to try that too. And I trust it.”

Male, 35 44
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What this means for media buyers

Reach and frequency of return aren’t the same currency, and 
campaigns built to land repeatedly, rather than once, should 
be planned around the second one specifically. Don’t default to 
assuming the strongest pull sits with younger audiences: Facebook 
shows older audiences can be drawn back just as often as younger 
ones. One thing worth flagging is that reforms to make platforms 
safer and less addictive could change these numbers in future, so 
media planners will want to keep an eye on them.

Real voices

Q: Is there a particular app you have trouble stopping once you’ve started?

A: “I find TikTok to be quite addictive once you start scrolling through the 
videos. You can end up spending more time on there than you planned to. 
Other apps, I don’t really have that problem with but TikTok does tend to 
engage me more than others.”

Female, 18 25
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Chapter 5: The price of attention

People might like to complain about ads, but how much do they 
really bother them? There’s a version of almost every platform in 
this report where nobody sees an advert. Yet many people opt 
for ad-supported tiers anyway.

That choice is, in effect, a price: people are telling advertisers 
exactly how much interruption they’ll tolerate in exchange for 
free or cheaper access, and exactly what will make them stop 
tolerating it. This closing chapter puts a number on both sides 
of that trade, what the audience is worth, and what it costs to 
keep them.
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What makes people disengage from advertising

Gen Z Millennials Gen X Boomers

Too many ads Repetitive ads Long ads Annoying ads Boring ads Irrelevant ads AI-generated ads

49%

43%
41%

47%

41%

37%37%36%

45%

35%35%

29%

37%

32%32%

37%
39%

29%30%

34% 34%

27%

23%
26%

35%

18% 18% 17%
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Methodology 

This report is based on a nationally representative survey of 
1,000 US adults aged 18-66, fielded in June 2026, covering 
time spent watching, listening to and reading different formats, 
platform habits, ad tolerance, and second-screen behavior. 
It’s underpinned by five years of Attest’s own US media habits 
tracking, surveying 1,000 US adults quarterly since 2022, giving 
us a longer view of how these behaviors have been shifting and 
the context to interpret this year’s numbers with real confidence.

Both surveys are nationally representative of the US working-
age population by age and gender. A few things worth knowing if 
you’re digging into the detail: “Boomers” in this report refers only 
to the 62-66 age group, since the sample caps at 66, so treat any 
Boomer-specific figures as a slice of that generation’s youngest 
members rather than the full picture. Generational and income 
breakdowns are based on standard age bands and household 
earnings groups.



http://askattest.com


http://www.askattest.com

